In an environment featuring fierce competition and consumers' ever higher requirements on service quality, the enterprises in the catering industry are facing unprecedented pressure in their survival. This study aims to explore the relevance among service quality, relationship quality and customer loyalty. With the customers of the Taiwanese chain stores in the catering industry as the research subjects, it collects data through questionnaire and analyzes the data with the descriptive statistics, the reliability and validity analysis, and the multiple regression analysis. The research results show that the "tangibles", "responsiveness" and "assurance" of service quality have effects on relationship quality. Moreover, the "assurance" of service quality and the "trust" and "commitment" have effects on customer loyalty. According to the research results, this study offers some reference to relevant enterprises and provides a direction for future studies.
Introduction
The economic growth, the industrial transformation, and the increasing number of people seeking employment and eating out have accelerated the development of the catering industry and contributed to a trend of fast advancement of the industry. With ever higher requirements and the expectation on customized and diverse services, customers have developed an increasing demand for high-quality products and services in the catering industry. Additionally, the contact between employees and customers, the service quality, and the employee performance play an essential role in the operation of enterprises in the industry; therefore, many enterprises invest a large quantity of resources to improve their services, so as to meet customer needs (Hsu, Chen, Chang, & Chen, 2014) . Against such a backdrop, how to improve services in the ever fierce competition is critical for the survival and effective operation of the enterprises (Parasuraman, Zeithaml, & Berry, 1985) .
The priority of enterprises is to attract customers (Porter, 1980) . Customers are the core source of revenue and profit for enterprises; hence, enterprises must get acquainted with customer needs, manage to enhance customer value, focus on customer satisfaction and improve services (Day, 1990) . Attaching importance to the relationship with customers and proposing the market strategies and implementation plans of enhancing customer value is an important principle of maintaining the relationship with customers. If enterprises establish a long-term relationship with customers, it will reduce the cost of transaction and the uncertainties in their future profits (Crosby, Evans, & Cowles, 1990) . In recent years, more attention has been paid to the operation concept of relationship quality in the catering industry. Relevant studies have demonstrated that a closer relationship with customers will lead to more benefits for enterprises in the catering industry (Reichheld & Sasser, 1990) . The low requirements on skill and capital, the low threshold, and the model easy to follow have resulted in extremely fierce competitions in the industry. Therefore, adopting the operation concept of relationship quality and fostering a sound relationship with customers will help customers reduce their cost and uncertainty in the transaction of products and services (Roberts, Varki, & Brodie, 2003) . Also, it will enable enterprises to reduce the cost of developing new customers, establish and maintain a sound and long-term relationship with customers, and increase profits (Hennig-Thurau, Gwinner, & Gremler, 2002) . According to Tellefsen and Thomas (2005) , how to strengthen the relationship with customers and enhance the commitment to them is an important antecedent factor that influences transaction. Relationship quality determines the maintenance of the relationship between enterprises and customers, and only by keeping a long-range relationship with customers can enterprises gain a vantage point and make profits in competitions (Huang, Huang, Wu, & Chang, 2014) . In face of the fierce competitions and the transformation of the consumption pattern, how to maintain customer loyalty has become the most important topic about management in the catering industry in recent years. Customers are the most essential strategic resources of enterprises, so enterprises should concentrate on establishing customer loyalty and maintaining a long-term relationship with customers in marketing (Webster Jr., 1994) . According to Selnes (1993) , customer loyalty indicates customers' behavioral orientation for products and services and is an important factor that dominates the actual purchase behavior of customers. Moreover, loyal customers would not only increase sale and customer share but also reduce cost and raise price (Palmatier, Scheer, & Steenkamp, 2007) .
Based on the views and theories about service quality, relationship quality and customer loyalty, this study, with the customers of the Taiwanese chain stores in the catering industry as the research subjects, elaborates on the relevance among service quality, relationship quality and customer loyalty with the literature analysis and relevant statistical analysis. Here are the purposes of this study: (1) exploring the influence of service quality on relationship quality; (2) discussing the influence of service quality on customer loyalty; (3) delving into the influence of relationship quality on customer loyalty. According to the research results, this study gives some practical suggestions, with the hope of offering substantial help to the practitioners in the catering industry in their making operation strategies.
Literature Review

Service Quality
According to Zeithaml, Berry, & Parasuraman (1996) , service quality referred to customers' comment on the overall excellence of products or services. Lewis and Booms (1983) suggested that service quality was measured by the degree to which the services customers receive were in line with customers' expectation. Churchill & Suprenant (1982) argued that service quality was the degree of customers' satisfaction with services and was determined by the gap between the actual services and the expected ones. Albert, Arthur, & Pierre (2000) thought that service quality was the result of the comparison between the services customers expect and the perception customer had after receiving services. According to Lethinen & Lethinen (1991) , service quality derived from the interaction between customers and service providers and could be classified into process quality and output quality: process quality referred to customers' subjective remark on services, while output quality meant customers' measurement of service achievement. Bolton and Drew (1991) , however, proposed that service quality could be divided into search quality, experience quality and credit quality. Ruihley & Greenwell (2012) categorized service quality into seven dimensions, namely, interaction, actual facility, convenience, additional facilities, policies and rules, exercise, and others. Parasuraman et al. (1985; 1988) defined service quality as the customers' comparison between the actual perceived services or experience quality and their expected services and called it "gap analysis". Then, he developed the 22-item SERVQUAL scale which was designed for objective measurement of service quality from five dimensions-tangibles, reliability, responsiveness, assurance and empathy.
Relationship Quality
Through effective relationship marketing, enterprises would obtain a high level of customer satisfaction and loyalty, and customers would develop a positive perception of product quality, which will enhance the profits of products (Evans & Laskin, 1994) . Relationship quality is a concept derived from relationship marketing. It means that a sound relationship is established with customers to reduce customers' uncertainty about transaction and foster customer loyalty, so that customers become reliant on or positive towards marketers, products or services (Smith, 1998) . Smith (1998) defined relationship quality as an overall intensity that included various positive relations and the degree to which the demand and expectation of concerned parties were met. Service quality was an overall assessment on the intensity of the relationship between enterprises and customers, and the assessment met the demand and expectation of both parties (Storbacka, Strandvik, & Grönroos, 1994) . According to Storbacka et al. (1994) , service quality involved customer satisfaction, relationship intensity, relationship life, and relationship profitability. Hennig-Thurau & Klee (1997) argued that service quality depended on the degree to which enterprises satisfied customer needs: the more the relationship between customers and enterprises met customer needs, the higher relationship quality would become. Crosby et al. (1990) indicated that relationship quality is a concept consisting of trust and satisfaction: trust meant that customers had faith in marketers and thought that marketers considered customer interest and then took action on a long-term basis; satisfaction referred to the emotional expression in the assessment on interaction experience and the expectation that marketers could meet customer expectation. In his relationship quality model, Lagace, Dahlstrom, & Gassenheimer (1991) also defined relationship quality from two perspectives-trust and satisfaction. Hsieh & Hiang (2004) suggested that relationship quality was an advanced architecture and consisted of at least two dimensions-trust and satisfaction. According to Roberts et al. (2003) , relationship quality comprised trust, satisfaction and commitment.
Customer Loyalty
Customer loyalty is a key factor in the creation of profits for service providers (Reynolds, Darden, & Martin, 1974) . Loyal customers purchase more, require a shorter service time, have a lower level of sensitivity to price, and bring new customers (Frederick & Schefter, 2000) . Neal (1999) proposed that customer loyalty referred to the proportion that customers still chose the same products or services after comparing them with that of other competitors when there was a convenient access to competitive products or services. Reichheld & Schefter (2000) indicated that loyalty meant winning the trust from customers. According to Singh & Sirdeshmukh (2000) , customer loyalty referred to a behavioral tendency that customers were willing to maintain a relationship with enterprises, and it consisted of two dimensions-attitude and behavior. Fornell (1992) proposed that repurchase intention and satisfied customers' tolerance of price could be used to measure customer loyalty. Sirdeshmukh, Singh, & Sabol (2002) mentioned that customer loyalty should include behavior (customers' behavior of repurchase) and attitude (customers' emotional cognition). Auh, Bell, McLeod, & Shih (2007) indicated that loyalty should involve attitude loyalty and behavior loyalty: attitude loyalty indicated customers' intention of stay and their support for organizations, while behavior loyalty referred to the value customers were willing to repay to follow organizations. Gronholdt, Martensen, & Kristensen (2000) classified customer loyalty into four aspects, namely, repurchase intention, recommendation, price tolerance, and cross-buying intention.
The Relationship among Service Quality, Relationship Quality, and Customer Loyalty
The service-based contact between customers and employees is often regarded as a "key moment" for creating service quality, and service quality is an essential antecedent variable that explains a long-term relationship (Hennig-Thurau et al., 2002; Lloyd & Luk, 2011) . Crosby et al. (1990) pointed out that service quality was a necessary condition for relationship quality. Lee (2015) delved into customers' views on the service quality of restaurants and explored the important factors that influenced customers' views on the service quality of restaurants. He found in his study that not all service quality factors could actually improve customers' views on the service quality of restaurants. Roberts et al. (2003) demonstrated in his study that service quality could have direct effects on relationship quality. Zeithaml (1981) thought that the relationship quality of buyers was measured by service providers' ability to reduce uncertainty and that a higher service quality indicated less uncertainty about service and a higher quality of the relationship between enterprises and customers. Hennig-Thurau et al. (2002) found that a higher service quality would lead to a higher relationship quality. Lo & Huang (2014) used the PZB model to discuss the causal relationship between the service quality and customer satisfaction in the catering industry, and his analysis of the data showed that service quality had positive effects on customer satisfaction.
According to Zeithaml et al. (1996) , customer loyalty was often adopted to review service quality, and the relevance between customer loyalty and service quality bore a close tie to the benefit-making of enterprises. Their study also demonstrated that service quality had significant positive effects on customer behavior intention. Keaveney (1995) found that good services would enhance customer satisfaction, foster a relationship between enterprises and customers, and make customers willing to continue the transaction with enterprises. Relationship quality is a key factor that determined the continual transaction between buyers and sellers (Anderson & Sullivan, 1990) . De Wulf, Oderkerken-Schroder, & Iacobucci (2001) argued that relationship quality could strengthen customer loyalty. Lin, Tiao, Wang, & Guo (2014) found that service quality, perceived value and recreational experience all had positive effects on customer satisfaction and loyalty. According to Tam & Wong (2001) , most of enterprises' business opportunities relied on relationship quality; relationship quality took an extremely critical part in relationship marketing and had effect on customer loyalty. Kumar, Scheer, & Steenkamp (1995) proposed that a higher relationship quality would enhance the intention of continuing transaction and investment with enterprises. Andaleeb (1996) suggested that relationship quality is a key factor that determines the continual transaction between buyers and sellers. Park & Kim (2001) indicated that relationship quality would affect customers' intention of purchasing other products and that only by ceaselessly improving the relationship with Vol. 8, No. 3; customers could enterprises achieve sustained customer loyalty (Grönroos, Heinonen, Isoniemi, & Lindholm, 2000) . Wang, Liang, & Wu (2006) found that a higher relationship could contribute to a stronger customer loyalty. According to Chiou, Droge, & Hanvanich (2002) , a higher relationship quality had positive effects on customer loyalty. Li, Chen, Liu, & Wang (2014) mentioned that the social responsibility and service quality of the enterprises in the catering industry created positive effects on customer loyalty and demonstrated that relationship quality played an intermediate role in the relationship.
According to the above literature, this study proposes the following hypotheses:
H1: Service quality has a significant positive effect on relationship quality.
H2: Service quality has a significant positive effect on customer loyalty.
H3: Relationship quality has a significant positive effect on customer loyalty.
Research Methodological
Measurement Items
(1) Service quality
The papers of various scholars are explored to know about their views on service quality. The SERVQUAL scale proposed by Parasuraman et al. (1985) has been widely applied to measure service quality. Therefore, the SERVQUAL scale revised by Parasuramanet al. (1991) was taken to measure service quality in the catering industry. In the scale, the five variables-tangibles, reliability, responsiveness, assurance and empathy were used to measure service quality in 22 items. The Likert 7-point scale was employed to measure these variables, and the assessment values ranged from "Strongly disagree" (1 point) to "Strong agree" (7 points). The respondents were asked to circle the ones according to their preference and the results were used to measure service quality.
(2) Relationship quality
Based on the views of Crosby et al. (1990) and Roberts et al. (2003) , this study took trust, satisfaction and commitment as the three dimensions in the measurement of relationship quality in 10 items. The Likert 7-point scale was employed to measure these variables, and the assessment values ranged from "Strongly disagree" (1 point) to "Strong agree" (7 points). The respondents were asked to circle the ones according to their preference and the results were used to measure relationship quality.
(3) Customer loyalty
In this study, the four variables proposed by Gronholdt et al. (2000) , namely, repurchase intention, recommendation, price tolerance, and cross-buying intention, were adopted to measure the dimension in 5 items. The Likert 7-point scale was employed to measure these variables, and the assessment values ranged from 1 (strongly disagree) to 7 (strong agree). The respondents were asked to circle the ones according to their preference and the results were used to measure customer loyalty.
(4) Basic personal information
This part consists of 5 items about gender, age, career, educational level, and monthly income.
Research Structure
This study elaborates on the relationship among the service quality, relationship quality and customer loyalty in the catering industry. To enhance the effectiveness of the questionnaire, 100 copies of questionnaire were distributed among the full-time students of the Department of Business Administration at a university in Taiwan. Then, the copies were retrieved for a pre-test analysis. According to the opinions on the pre-test, the ambiguous and ordinary items in the original draft were revised to achieve the final one. Due to the limited research cost and the timeliness, this study chose Taiwan as the research area and the customers of the Taiwanese enterprises in the catering industry as the research subjects. The convenience sampling was adopted in this study. Some work-study students were hired to stand at the entrances of several famous chain restaurants in Taiwan, distributing the copies of questionnaire among the customers who had finished their dinners in the restaurants and then retrieving the copies. In the process, 220 copies of questionnaire were distributed and retrieved. Of these 220 copies, 20 were invalid ones and were thus removed; the remaining 200 valid ones were kept. The rate of retrieving valid copies of questionnaire was about 91%.
Research Results
Descriptive Statistics
According to the samples of this study, female respondents (57%) surpassed male ones (43%) in number; in www.ccsenet.org/ijms
International Journal of Marketing Studies Vol. 8, No. 3; terms of age, those aged 21-30 accounted for 51%, followed by those aged 31-40 (20%) and those aged over 41 (19%); in terms of career, students made up 30%, followed by those in the manufacturing industry (27%) and those in the service industry (25%); in terms of education, those with a college education, including undergraduates, accounted for 45%, followed by those with a high school education or below (35%); in terms of monthly income, those with less than USD 1,000 occupied 42%, followed by those with more than USD 1,000 and less than USD 2,000 (26%).
Reliability and Validity
Reliability aims to measure the consistency and stability of results, while validity refers to the degree to which measurement tools can really measure what researchers want to measure. In this study, Cronbach's α was adopted to measure reliability. According to Guilfold (1965) , if a Cronbach's α was lower than 0.35, it indicated a low level of reliability and thus the questionnaire in question should be rejected; if a Cronbach's α was higher than 0.7, it indicated a high level of reliability; a Cronbach's α between 0.35 and 0.7 indicated an acceptable level of reliability. The Cronbach's α of the questionnaire of this study was 0.92, and the Cronbach's α of all dimensions of the three variables-service quality, relationship quality and customer loyalty was above 0.7, which indicated a high level of reliability in the measurement of the variables. Additionally, the variable measurement items in this study were based on the famous research scales and relevant studies. All these items were revised to meet the requirements of the catering industry; meanwhile, the questionnaire was assessed by some experts and pre-tested and was thus highly valid.
Multiple Regression Analysis
(1) The relationship between service quality and relationship quality: Table 1 shows that the prediction effects of service quality on overall relationship quality reached a significant level (F=63.360, p<0.01). Three dimensions of service quality reached a significant level, including tangibles (β=0.127, p<0.1), responsiveness (β=0.127, p<0.1) and assurance (β=0.506, p<0.01). Hence, Hypothesis 1 of this study is valid. In terms of the prediction effects on the dimension "trust" of relationship quality, two dimensions of service quality reached a significant level, including responsiveness (β=0.252, p<0.01) and assurance (β=0.424, p<0.01). In terms of the prediction effects on the dimension "satisfaction" of relationship quality, three dimensions of service quality reached a significant level, including tangibles (β=0.190, p<0.05), responsiveness (β=0.143, p<0.05) and assurance (β=0.524, p<0.01). In terms of the prediction effects on the dimension "commitment" of relationship quality, two dimensions of service quality reached a significant level, including assurance (β=0.465, p<0.01) and empathy (β=0.156, p<0.1). Vol. 8, No. 3; (2) The relationship between service quality and customer loyalty: Table 2 shows that the prediction effects of service quality on overall customer loyalty reached a significant level (F=41.569, p<0.01). The dimension "assurance" (β=0.509, p<0.01) of service quality reached a significant level. Therefore, Hypothesis 2 of this study is valid. In terms of the prediction effects on the dimension "repurchase intention" of customer loyalty, the dimension "empathy" (β=0.318, p<0.01) of service quality reached a significant level. In terms of the prediction effects on the dimension "recommendation" of customer loyalty, two dimensions of service quality reached a significant level, including reliability (β=0.178, p<0.05) and assurance (β=0.595, p<0.01). In terms of the prediction effects on the dimension "price tolerance" of customer loyalty, the dimension "assurance" (β=0.279, p<0.01) of service quality reached a significant level. In terms of the prediction effects on the dimension "cross-buying intention" of customer loyalty, two dimensions of service quality reached a significant level, including tangibles (β=0.169, p<0.05) and assurance (β=0.763, p<0.01). (3) The relationship between relationship quality and customer loyalty: Table 3 shows that the prediction effects of relationship quality on overall customer loyalty reached a significant level (F=152.262, p<0.01). Two dimensions of relationship quality reached a significant level, including trust (β=0.263, p<0.01) and commitment (β=0.567, p<0.01). Hence, Hypothesis 3 of this study is valid. In terms of the prediction effects on the dimension "repurchase intention" of customer loyalty, three dimensions of relationship quality reached a significant level, including trust (β=0.302, p<0.01), satisfaction (β=0.244, p<0.05) and commitment (β=0.642, p<0.01). In terms of the prediction effects on the dimension "recommendation" of customer loyalty, two dimensions of relationship quality reached a significant level, including trust (β=0.240, p<0.01) and commitment (β=0.400, p<0.01). In terms of the prediction effects on the dimension "price tolerance" of customer loyalty, the dimension "commitment" (β=0.589, p<0.01) of relationship quality reached a significant level. In terms of the prediction effects on the dimension "cross-repurchase intention" of customer loyalty, three dimensions of relationship quality reached a significant level, including trust (β=0.298, p<0.01), satisfaction (β=0.268, p<0.05) and commitment (β=0.279, p<0.01).
Conclusions and Recommendations
Conclusions
The research results show that service quality had effects on both relationship quality and customer loyalty and that relationship quality had significant effects on customer loyalty. Additionally, the "tangibles", "responsiveness" and "assurance" of service quality had significant effects on relationship quality; the "assurance" of service quality had significant effects on customer loyalty; the "trust" and "commitment" of relationship quality had significant effects on customer loyalty.
Managerial Implication
According to the research purposes and the results of empirical analysis, the following management implications were proposed.
(1) The effects of service quality on relationship quality should be emphasized. Service quality has significant effects on relationship quality. A higher service quality can lead to a closer relationship with customers, so service quality is worthy of much attention from the enterprises in the catering industry. Particularly, the "tangibles", "responsiveness" and "assurance" of service quality are the most important for the overall relationship quality. Therefore, if customers feel that (a) a restaurant features an attractive appearance and great convenience, (b) the service providers offer timely and fast services and (c) the service providers are capable and polite and have relevant expertise and a strong ability to win the trust and confidence from customers, there will www.ccsenet.org/ijms
International Journal of Marketing Studies Vol. 8, No. 3; be a higher quality of relationship between the restaurant and customers. If customers feel that (a) the service providers offer timely and fast services and (b) the service providers are capable and polite and have relevant expertise and a strong ability to win the trust and confidence from customers, they will be more satisfied with the restaurant. If customers feel that (a) the service providers are capable and polite and have relevant expertise and a strong ability to win the trust and confidence from customers and (b) care and customized services are offered to customers, they will show greater commitment for the restaurant.
(2) The effects of service quality on customer loyalty should be emphasized. Service quality has significant effects on customer loyalty. A higher service quality can lead to stronger customer loyalty, and the dimension "assurance" of service quality has the greatest effect. Therefore, if customers feel that the service providers of a restaurant are capable and polite and have relevant expertise and a strong ability to win the trust and confidence from customers, they will be more loyal to the restaurant. If customers feel that the restaurant offers them care and customized services so that they feel the respect from the restaurant, they will develop a stronger repurchase intention. If customers feel that (a) the restaurant offers services in a reliable and correct way and (b) the service providers are capable and polite and have relevant expertise and a strong ability to win the trust and confidence from customers, they will be more likely to recommend the restaurant to others. If customers feel that the service providers are capable and polite and have relevant expertise and a strong ability to win the trust and confidence from customers, they will be more tolerant to price. If customers feel that (a) a restaurant features an attractive appearance and great convenience and (b) the service providers are capable and polite and have relevant expertise and a strong ability to win the trust and confidence from customers, they would have a stronger cross-buying intention.
(3) The effects of relationship quality on customer loyalty should be emphasized. Relationship quality has significant effects on customer loyalty. A higher relationship quality can lead to stronger customer loyalty, and the two dimensions of relationship quality, "trust" and "commitment", have the greatest effect. Therefore, if customers show more trust in a restaurant (trust in the intention or behavior of the restaurant and reliance on the transaction partner) and stronger commitment to the restaurant (both show behavior intention and interaction attitude in the future), they would be more loyal to the restaurant. If customers show more trust in a restaurant (trust in the intention or behavior of the restaurant and reliance on the transaction partner), more satisfaction with the restaurant (assessment of customers' preference for affairs relevant to consumption) and stronger commitment for the restaurant (both show behavior intention and interaction attitude in the future), they would have a stronger repurchase intention. If customers show more trust in a restaurant (trust in the intention or behavior of the restaurant and reliance on the transaction partner) and stronger commitment to the restaurant (both show behavior intention and interaction attitude in the future), they would be more likely to recommend it to others. If customers show stronger commitment to the restaurant (both show behavior intention and interaction attitude in the future), they would be more tolerant to price. If customers show more trust in a restaurant (trust in the intention or behavior of the restaurant and reliance on the transaction partner) and stronger commitment to the restaurant (both show behavior intention and interaction attitude in the future), they would be more likely to recommend it to others. If customers show stronger commitment to the restaurant (both show behavior intention and interaction attitude in the future), they would have a stronger cross-buying intention.
Research Limitations and Future Studies Recommendations
Due to the limited funds, manpower and time, this study merely covered Taiwan. Therefore, future studies can extend the research range to other countries to enhance the research accuracy. Moreover, only the catering industry was explored in this study, so the empirical results may not be applicable to other industries. Hence, future studies can focus on the consumers in other industries to know more about the relationship among service quality, relationship quality and customer loyalty in other industries.
